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ABSTRACT
Studies of cross-cultural luxury values perceptions (LVPs) emphasize the consideration of 
different cultures. This study argues that certain LVPs in the West and China deviate from 
Hofstede’s cultural dimensions. This study investigates the perception of four values: high 
social status, high quality, uniqueness and modernity. Drawing on explicit and implicit 
epithets of Martin and White’s Appraisal framework, the textual characteristics of the four 
values in parallel corpora: English 17,268 words and Chinese 19,103 words are examined 
against Hofstede’s cultural dimensions. Results caution against the generality of Hofstede’s 
finding and offer new insights into Chinese luxury marketing.
1.  Introduction
The luxury industry has been one of the few 
industries that have been constantly growing in 
the past decades. According to Bain and Company 
(2017), luxury goods have a great appeal in 
almost all countries of the world, with sales fig-
ures amounting to €1.2 trillion globally in 2017. 
In 2018, the total global luxury is worth €254 
billion (McKinsey and Company 2018).
The China market has been a key contributor 
to the global luxury market for decades. The 
rapid economic development of China awakened 
people’s need for material possessions, which 
leads to the flourish of luxury goods consumption 
(Liao and Wang 2009). China has been the 
world’s second-largest luxury goods market since 
2016 (Chi 2017) and is projected to be the world’s 
largest by 2025 (Bain and Company, and Tmall 
Luxury Division 2020). Even during the 
COVID-19 pandemic, a decrease in global travel 
has prompted a surge in domestic sales of luxury 
goods. In 2020, China recorded about 48% growth 
in domestic luxury sales totaling almost RMB 
346 billion (Bain and Company, and Tmall Luxury 
Division 2020).
Since China is a key contributor to the global 
luxury market, it is important to study this 
ever-growing and ever-changing luxury market. 
Unsurprisingly, studies of perceptions of luxury 
values (LVPs) of the China market (e.g., Roy, 
Jain, and Matta 2018; Zhan and He 2012; 
Monkhouse, Barnes, and Stephan 2012; C. Lee 
1991; Bond 1991; Wong and Ahuvia 1998; Li, Li, 
and Kambele 2012) or comparing between the 
China and Western markets1 (e.g., Hung et  al. 
2011; Bian and Forsythe 2012; Kapferer 2014b; 
Yang et  al. 2018) have been popular, as it can 
foster a better understanding of the China luxury 
market, and how it is different from (or similar 
to) Western luxury markets.
This study is unlike the current Chinese LPV 
studies. These studies often argue that Chinese 
consumers may favor one value while those of 
the West another. For example, when a range of 
values are discussed, Wong and Ahuvia (1998) 
contend that Western consumers tend to associate 
luxury with the value of high-quality while 
Chinese consumers prefer the value of high social 
status. This kind of one-or-the-other evaluation, 
common in the current Chinese LPV studies, 
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does not consider how the same set of values are 
perceived between Chinese and Western consum-
ers, whether and how perceptions of the same 
values align or differ. More importantly, studies 
of cross-cultural LVPs that relate to the existing 
findings of Hofstede’s (2001) cultural dimensions 
are limited.
In view of this current gap, the research ques-
tions of this study are as follows: first and fore-
most, what are some common luxury values 
shared among Chinese and Western consumers? 
Secondly, how are these same set of common 
luxury values perceived (the LVPs) by Chinese 
and Western consumers? Thirdly, do the LVPs of 
Chinese and Western consumers deviate from 
Hofstede’s (2001) cultural dimensions, and if so, 
how? To answer these research questions, the 
study has the following four objectives: (1) iden-
tify the luxury values that are common in both 
Chinese and Western cultures; (2) identify the 
textual presentations of these luxury values in 
the chosen English and Chinese parallel data; (3) 
categorize these luxury values using the concepts 
of inscribed (explicit) and invoked (implicit) atti-
tude in the Appraisal framework of Systemic 
Functional Linguistics (Martin and White, 2005); 
and (4) compare the categorized textual charac-
teristics of the luxury values with characteristics 
of Hofstede’s five cultural dimensions: uncertainty 
avoidance (UAI), power distance (PDI), mascu-
linity (MAS), long-term orientation (LTO) and 
Individualism (IDV).
This study is significant also because it exam-
ines actual marketing communication data. 
Traditional marketing research adopts the method 
of questionnaires and/or interviews on a selected 
sample of participants. While the findings inform 
the opinions of potential consumers, whether 
these findings are applied to actual marketing 
communication is doubtful. Although there are 
many studies on Chinese LVPs (as can be seen 
in the literature review in section 2), there are 
as many failed cases of adopting marketing con-
tents to fit the China luxury market (Langer 
2019; Prideaux 2019; Togoh 2019). This study 
takes a linguistic approach to examine actual 
marketing communication data (see section 4 for 
detail) to reveal how LVPs are communicated in 
the real world in China and Western countries. 
Marketing studies in a linguistic approach, 
though not new, are still scant. As pointed out 
by Kılıç and Yolbulan Okan (2020), knowledge 
from disciplines other than marketing such as 
linguistics is required when reaching the target 
audience.
In brief, this study contributes both theoretically 
– investigating LVPs of the same set of values 
rather than “one-or-the-other” – and practically 
– revealing LVPs in actual marketing communi-
cation data. More importantly, this study argues 
that LVPs are not necessarily governed by char-
acteristics of national culture, i.e., individualistic 
or collectivistic culture and its influence on LVPs.
The next section offers a review of literature in 
Chinese LVPs to identify the luxury values that 
are worthy of analysis in this study. It also includes 
an explanation of textual characteristics of the 
identified luxury values. The concepts of inscribed 
(explicit) and invoked (implicit) attitude in the 
Appraisal framework will be covered in section 3. 
Section 4 will detail how the explicit and implicit 
attitude of each luxury values are related to 
Hofstede’s five cultural dimensions. Hypotheses of 
Chinese and Western cultural characteristics of the 
four luxury values are established at the end of 
each subsection (4.1-4.5). Section 5 will present 
the corpora and the annotation procedure. Results 
and discussion follow in section 6. Significance 
and implications to marketing practitioners will 
be given in section 7 as a conclusion.
2.  Literature review
2.1.  Studies of Chinese LVPs – identification of 
luxury values
In the literature of Chinese LVPs, the value of 
social status in luxury products is one of the 
most discussed. The value of social status is often 
associated with the concept of face when Chinese 
LVPs are discussed. Face is a social identity 
(Goffman 1972) that one gains, though not exclu-
sively, through outward appearance of rank and 
wealth (Bond 1991). The Chinese culture is seen 
as a culture with a strong inclination to build, 
maintain and improve face (Tai and Tam 1996; 
Prendergast and Wong 2003). To build, maintain 
and improve face, Chinese consumers are prone 
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to spend money on luxury goods, especially those 
with ostentatious features for public display 
(Wallack and Montgomery 1992; Abe, Bagozzi, 
and Sadarangani 1996). Although many recent 
studies support this view of luxury consumption 
being conspicuous in China (e.g., Aliyev and 
Wagner 2018; Bian and Forsythe 2012; Monkhouse, 
Barnes, and Stephan 2012; Siu, Kwan, and Zeng 
2016; Shukla 2012; Shukla 2010), other studies 
also show that as the China luxury market is 
getting more mature, the ‘nouveau riche’ attitude 
of new and inexperienced consumers will be pro-
gressively replaced by a more sophisticated and 
discrete style (Heine and Gutsatz 2017, 67 cited 
in Han, Nunes, and Drèze 2010), and Chinese 
consumers, especially young ones, yearn for more 
individualistic (Zhan and He 2012) and hedonic 
(Chen and Kim 2013) features of luxury goods.
Individualistic and hedonic features suggest 
two values that are common in luxury goods: the 
values of uniqueness and quality. Since China is 
often seen as a representative of collectivistic cul-
ture, in terms of LVPs, the value of uniqueness 
is usually shunned as societies of collectivistic 
culture value group identity highly and striying 
for individualism can mean a disruption of group 
harmony (Wang, Sun, and Song 2011; G. H. 
Hofstede 2001). Uniqueness is more valued in 
individualistic cultures and can offend people in 
collectivistic cultures (Jawaid and Siddiqui 2020). 
However, as mentioned earlier, Chinese consum-
ers begin to value uniqueness, as shown in Zhan 
and He (2012) study, the ubiquitous presence of 
best-known luxury brands and their monotonous 
styles start to tire or even repulse Chinese con-
sumers. In a comparison of LVPs between Chinese 
and U.S. consumers, Bian and Forsythe (2012) 
also find that Chinese consumers value unique-
ness more than their U.S. counterparts.
Hedonism suggests indulgence. Quality is a 
hedonic value because having a product of good 
quality implies enjoyment. According to Wong and 
Ahuvia (1998) and Monkhouse, Barnes, and 
Stephan (2012), Chinese consumers value symbolic 
values, e.g., social status, over hedonic values, e.g., 
quality. On the other hand, people living in a 
collectivistic culture like the one in China value 
long-term benefits and are usually thrifty in their 
purchases (Hofstede 2001), especially when luxury 
goods are high-priced items, Chinese consumers 
would expect the quality to be exceptional.
Since the data of this study is luxury fashion 
texts, and as aforementioned, people of collectiv-
istic cultures prefer long-term benefits while those 
of individualistic cultures, like people in the West, 
prefer short-term benefits, it is necessary to include 
the value of modernity. This can offer an under-
standing as to what dimensions of modernity do 
Chinese and Western consumers prefer and if 
there is a difference. Modernity can be considered 
in the dimension of a period, e.g., classic (from 
present to now and future) or a point in time, 
e.g., the latest, this season (Ho 2019).
In light of the above discussion, four luxury 
values should be considered in this study: 
Social-status, uniqueness, quality and modernity. 
The perceptions of these values in China and 
how they are compared to those in the West are, 
currently, not entirely clear. Some scholars con-
tend that the collectivism in China affects greatly 
Chinese consumers’ LVPs: that they value highly 
how luxury goods can maintain and improve 
their social status, more so than the quality of 
the products, that uniqueness is usually seen in 
a negative light in China as it can challenge 
group harmony. Other scholars argue otherwise: 
that Chinese LVPs are more aligned with the 
Western ones as the China luxury market is 
maturing and changing. As for the value of 
modernity, its perceptions among Chinese and 
Western luxury consumers, and how much 
national culture plays into influencing these per-
ceptions is unknown as it has not been studied 
before. Due to the lack of consensus in the cur-
rent literature, or if the Chinese LVPs are chang-
ing, how and in which values specifically are 
lesser-known, this study takes these four luxury 
values as the point of departure to investigate 
how they are currently perceived and compared 
between Chinese and English.
2.2.  Textual characteristics of the four luxury 
values
Now that the luxury values chosen for this study 
have been identified and since this study takes a 
linguistic approach using the method of textual 
analysis, it is necessary to explicate the textual 
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characteristics of the four luxury values. In other 
words, what words or phrases in the text data 
should be considered as a case of one of the four 
luxury values. The textual characteristics of these 
four values are explicated in the following subsec-
tions to facilitate the annotation procedure 
(detailed in section 5).
2.2.1.  High-social-status (HSS)
Status is defined as a position compared to others 
on certain dimensions that are considered import-
ant by society, such as wealth, physical attractive-
ness or other personal achievements like being 
successful in a career (Hyman 1942). Luxury con-
sumption can make the consumer feel that their 
social status is enhanced (Dubois and Czellar 2002; 
Nelissen and Meijers 2011). To channel this value 
in products, luxury companies often employ the 
means of celebrity endorsement or making refer-
ences to royals and aristocrats such as kings, 
queens, dukes and lords to create the feeling that 
consumers who own luxury products are of high 
social status (Fionda and Moore 2009; Atwal and 
Williams 2009; Kapferer and Bastien 2012; Kapferer 
2014a). Textual presentations of the value of high 
social status can be identified as names of celeb-
rities and epithets with references to celebrities 
and royals and their successful attributes, e.g., 
famous, noble.
2.2.2.  High-quality (HQ)
Emphasizing the quality of products is crucial in 
building the image of luxury products (Bernard 
Dubois, Laurent, and Czellar 2001; Vigneron and 
Johnson 2004; Tynan, McKechnie, and Chhuon 
2010; Turunen and Laaksonen 2011; Li, Li, and 
Kambele 2012). The value of high quality can 
also be communicated by highlighting the quality 
of the craftsmanship (Kapferer 1998; Vigneron 
and Johnson 2004). Because of this, textual pre-
sentations of the value of high quality can be 
identified in two ways: epithets with references 
to (1) the quality of products and (2) the quality 
of the craftsmanship.
2.2.3.  Uniqueness (U)
Being unique or special is one of the prominent 
characteristics of luxury products because this 
quality differentiates luxury products from 
non-luxury products (Bernard Dubois, Laurent, 
and Czellar 2001; Vigneron and Johnson 2004; 
Calefato 2014; Kapferer 2017). Textual presenta-
tions of the value of uniqueness can be identified 
by epithets with references to uniqueness, e.g., 
unique, special, unlike any other.
2.2.4.  Modernity (MD)
Fashion is modernity, it is about constant and 
successive change where the newest change always 
prevails, i.e., the most fashionable (Sullivan 2015; 
Polhemus 2011; Craik 2009; Nystrom 1928; 
Wilson 2003; Sapir 1931; Benjamin 2003; Hurlock 
1929). Modernity can be understood in two ways: 
(1) a long duration, an object that is fashionable 
in the past, now and future, e.g., classic, timeless; 
and (2) the present, an object that is fashionable 
now and its fashionableness diminishes as time 
passes, e.g., on-trend, latest, this season. Textual 
presentations of the value of modernity can be 
identified and categorized in these two ways.
2.3.  Explicit and implicit epithets in the Appraisal 
framework
After identifying the four common luxury values 
in Chinese and Western cultures, and also their 
textual characteristics, this section details how 
these textual characteristics can be categorized as 
implicit and explicit epithets in the Appraisal 
framework.
The Appraisal framework is a tool to identify 
attitude in language (Martin and White 2005). 
Attitude in language is identified in texts as eval-
uative epithets, which can be either explicit or 
implicit (inscribed or invoked as termed by 
Martin and White).
An explicit epithet is a clearly attitudinal word 
that marks the evaluation in an utterance. Its 
positive or negative sense is unambiguous in any 
context. Words like ‘good’ or ‘bad’, for example, 
are explicit epithets. By contrast, an implicit epi-
thet can be any linguistic resources in texts that 
are considered attitudinal through the support of 
other factors that are intra-textual (e.g., meta-
phors, intra-textual references) or extra-textual 
(e.g., the reader’s knowledge, references outside 
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the current text). Its positive or negative sense 
is ambiguous when taken out of context. For 
example, the word ‘ageing’ in texts about wine 
appreciation implies a positive meaning. When 
the target of evaluation is wine, ‘ageing’ refers to 
the wine’s potential vintage quality, something 
that indicates a higher economic value. However, 
in the cosmetics industry, when the target of 
evaluation is skin, ‘ageing’ suggests a negative 
connotation.
With the above definitions of explicit and 
implicit epithets, the explicit and implicit epithets 
of the aforementioned four luxury values can be 
summarized in the non-exhaustive table below 
Table 1.
3.  Hofstede’s five cultural dimensions and 
hypotheses
This section will present Hofstede’s (2001) five 
cultural dimensions, and explain how they are 
related to the explicit and implicit epithets of 
the four luxury values. Since this study focuses 
on the LVPs in Chinese and English marketing 
communication data, the Western markets in this 
study only refer to six English-speaking coun-
tries, namely United States, United Kingdom, 
Canada, Australia, New Zealand and Ireland (as 
mentioned in footnote 1). Therefore, only the 
weighted averaged indexes of the five cultural 
dimensions of these countries (i.e., national cul-
ture indexes) in Hofstede’s (2020) research are 
included and compared with the national culture 
indexes of China2. Hypotheses of Chinese and 
Western cultural characteristics of each luxury 
value will be established at the end of each 
subsection.
3.1.  Uncertainty avoidance (UAI)
Uncertainty avoidance, simply, is about the atti-
tude toward uncertainties (Hofstede 2001). The 
uncertainty avoidance index measures "the extent 
to which the members of a culture feeling threat-
ened by ambiguous or unknown situations" 
(Hofstede and Hofstede 2005, 167). The index 
for China is 30, as compared to 45, the weighted 
average index of English-speaking countries.2 This 
means that the Chinese have a relatively higher 
acceptance of uncertainties. Hofstede even goes 
further that ‘the Chinese are comfortable with 
ambiguity; the Chinese language is full of ambig-
uous meanings that can be difficult for Western 
people to follow’ (Hofstede 2020). This can be 
understood that in expressing and understanding 
attitude in texts, Chinese can accept more implicit 
epithets. Because of this, the following hypotheses 
are formulated:
H1a: The Chinese corpus will have more implicit 
epithets.
H1b: The English corpus will have slightly more 
explicit epithets.
3.2.  Power distance (PDI)
The index of power distance indicates "the 
extent to which the less powerful members of 
institutions and organizations within a country 
expect and accept that power is distributed 
unequally" (Hofstede and Hofstede 2005, 46). 
China scores 80, one of the highest in the 
world. It translates that the Chinese in general 
accept inequality in the structure of society 
and respect the hierarchies. By contrast, the 
weighted average of the Western markets is 39, 
significantly lower than in China. This cultural 
dimension is  related to the value of 
high-social-status, where the following hypoth-
eses can be set:
H2a: The Chinese corpus will have more references 
to celebrities and royals (implicit epithets of HSS).
H2b: The English corpus will have fewer or no ref-
erences to celebrities and royals.
3.3.  Masculinity (MAS)
People in masculine cultures are competitive. 
They make purchases based on the symbols of 
success or achievement products can bring 
(Hofstede 2001). Indexes of both China and the 
weighted average for the Western markets are in 
the range of 60: the index of China is 66 and 
that of the Western markets is 62, which are 
moderately high scores as compared to other 
countries. Masculinity is related to the explicit 
epithets of the value of high social status. The 
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relation can be understood as the hypothe-
sis below:
H3: Both corpora will have a relatively high number 
of references to positive attributes of celebrities and 
royals (explicit epithets of HSS).
3.4.  Long-term orientation (LTO)
Long-term orientation is the attitude of valuing 
future rewards. People in long-term-oriented cul-
tures have the quality of being thrifty. People in 
short-term-oriented cultures, conversely, focus on 
the present and value instant gain and pleasure 
(Hofstede 2001). A large discrepancy is observed: 
87 for China and 31 for the Western markets. 
This means that the Chinese are very pragmatic 
when it comes to spending and focus on long-term 
benefits, while English-speaking consumers in the 
Western markets enjoy what is on offer at the 
moment. This cultural dimension is related to 
two luxury values: modernity and high quality. 
Hypotheses related to modernity are formulated 
as below:
H4a: The Chinese corpus will have more epithets 
(explicit or implicit) with references to long-term 
styles.
H4b: The English corpus will have more epithets 
(explicit or implicit) with references to short-term 
styles.
As mentioned in 2.2, there are two ways to real-
ize the value of high-quality: the quality of crafts-
manship and products. The quality of craftsmanship 
is a long-term quality while the quality of products 
is more short-lived: a skill can be passed on while 
however good quality a product is, the lifespan is 
shorter than a skill. Hypotheses related to high 
quality can thus be formulated as below:
H4c: The Chinese corpus will have more epithets 
(explicit or implicit) with references to craftsmanship.
H4d: The English corpus will have more epithets 
(explicit or implicit) with references to products.
3.5.  Individualism (IDV)
Individualism concerns the role of an individual 
as compared to the role of a group. Individual 
interests prevail group interests for members of 
cultures with high individualism. Individual char-
acteristics, or uniqueness, are celebrated in these 
cultures. In comparison, members of cultures 
with low individualism, or with high collectivism, 
value harmony in groups. Standing out is not 
their priority (Hofstede 2001). China has an 
index of 20, one of the lowest in the world, while 
the Western markets have an average of 89. It is 
a sharp contrast: Chinese are highly collectivist 
and have a strong sense of group loyalty. 
Emphasizing individuality can be seen as a 
betrayal of group loyalty and harmony. On the 
other hand, consumers in the Western markets 
value highly individuality. This cultural dimen-
sion is related to the value of uniqueness. 
Hypotheses can be established as follow:
H5a: The Chinese corpus will have more implicit or 
no epithets of uniqueness.
H5b: The English corpus will have more explicit epi-
thets of uniqueness.
4.  Corpora design and annotation procedure
4.1.  Corpora design
Two corpora of marketing texts were compiled 
from 240 parallel articles in English and Chinese, 
from the websites of three best-selling luxury 
brands: Chanel, Dior, and Louis Vuitton (Ma 
2020, see Appendix for access of data). The 
English corpus has 17,268 words and the Chinese 
corpus has 19,103 words. Individual Chinese 
characters are segmented for a comparison based 
on the same units, i.e., words in the English 
language.
4.2.  Annotation procedure
Manual annotation is adopted because there is 
no standard group of search words to identify 
epithets of luxury values. The following annota-
tion procedure is adopted:
1. Determine whether a lexical item or phrase 
is a textual realization of one of the four 
luxury values.
2. Determine whether this textual realization is 
an explicit or implicit epithet.
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3. Instances of explicit and implicit epithets of 
each luxury values are tallied.
4. Steps 1 and 2 are repeated between English 
and Chinese entries alternately – i.e., the 
English and the Chinese text data is coded 
simultaneously.
The reason for employing Step 4 is to enhance 
the reliability of the accumulated results. This 
step can reduce the likelihood of overlooking the 
relation between the categorization of the four 
luxury values and whether they are implicit and 
explicit epithets in one language or the other. 
This can eventually affect whether the results in 
one language confirm or reject the hypotheses. 
Without this step, errors such as highlighting 
epithets in one language as having a higher 
acceptance of power distance, uncertainties, etc. 
may happen more easily.
5.  Results and discussion
5.1.  Uncertainty avoidance (UAI)
Figure 1 below illustrates the distribution between 
the overall number of explicit and implicit epi-
thets in the English (EN) corpus and the Chinese 
(ZH) corpus. Both H1a and H1b (see 3.1) are 
rejected. The result shows that almost three times 
more explicit epithets are used to express the 
four luxury values in the Chinese corpus, and 
the English corpus has slightly more implicit 
epithets.
The most notable difference is the number of 
explicit epithets of the value of high-quality, 
where the Chinese corpus has 325% more explicit 
epithets (69 in Chinese versus 20 in English). 
The epithets become explicit in Chinese while 
the corresponding ones in English are implicit. 
For example, the word ‘savoir-faire’ is found in 
the English corpus, which is a French word 
meaning know-how. This word is commonly used 
in the discourse of luxury fashion. Know-how is 
the knowledge of the making of the product. This 
word is rather neutral when it is taken out of 
context. When it is in the context of luxury fash-
ion, a positive attitudinal meaning is afforded, 
and consumers can associate it to the special 
knowledge required to make the products. 
Compare to savoir-faire (know-how), the corre-
sponding words in Chinese are ‘精湛 工艺’ 
(skilled craftsmanship). 精湛 (skilled) is an 
unambiguously positive word, i.e., an explicit epi-
thet. There are 19 instances of this shift from 
‘savoir-faire’ to ‘精湛 工艺’ (skilled craftsman-
ship). This is a representative example of increas-
ing explicit epithets by substitution.
Other than substitutions, the Chinese corpus 
also has many more explicit epithets by additions 
in the values of high social status, modernity and 
uniqueness. Respectively, the differences in the 
number of explicit epithets between the two cor-
pora are 175% in the value of high-social-status 
(33 in Chinese versus 12 in English); 182% in 
the value of modernity (31 in Chinese versus 11 
in English); and 131% in the value of uniqueness 
(83 in Chinese versus 36  in English).
In the value of high-social-status, a stronger 
focus on the positive attributes of celebrities and 
royals is found in the Chinese corpus: 知名/著
名/大名鼎鼎 (famous), 大师 (master), 超模 
(supermodel), 出色 表现 (outstanding perfor-
mance), 高贵/尊贵 (prestigious), etc. These 
explicit epithets are added as compared to the 
English corpus. For example, the actress ‘Natalie 
Portman’ in English becomes 知名 女星 (famous 
actress) Natalie Portman; photographer Saskia 
Lawaks becomes 摄影大师 (photography master) 
Saskia Lawaks; and Kris Gottschalk becomes 超模 
(supermodel) Kris Gottschalk. This stronger focus 
on the positive attributes of celebrities and royals 
will be further discussed in 5.3 – Masculinity.
Similar to the value of high social status, for 
the values of modernity and uniqueness, a 
Figure 1. uncertainty avoidance: explicit and implicit epithets 
in the two corpora.
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substantial number of additions of positive 
explicit epithets is found in the Chinese corpus. 
For example, the use of 时尚 (fashionable), 现
代/摩登 (modern), 新潮 (trendy), 独有 (unique/
only have), 独到 (unique/original), 独特 (unique/
special), 独一无二 (unique/the only one).
The above results oppose Hofstede’s argument 
that the Chinese are comfortable with ambiguity 
(see 3.1). In luxury marketing communications, 
Chinese consumers have a lower tolerance in 
what it means by high social status, high quality, 
unique and modern. These values have to be 
made explicit for Chinese consumers to associate 
with the concept of luxury and be persuaded to 
make a purchase.
5.2.  Power distance (PDI)
H2a and H2b (see 3.2) are rejected. In Figure 2, 
the English corpus has more implicit epithets of 
HSS: slightly more references to celebrities and 
royals. The difference is minimal: only 2% more 
in the English corpus.
The relatively high number of references to celeb-
rities and royals in the Chinese corpus conforms 
to the high PDI in China (see 3.2). The even 
higher number of references to celebrities and 
royals in the English corpus, however, challenges 
the notion that consumers in Western countries 
do not see the social status as important as con-
sumers in China. One possible explanation of 
this result is that the target audience of luxury 
marketing texts is already the more powerful 
members of society. Consumers who can afford 
luxury fashion are privileged in wealth and pos-
sibly social status (middle-class or above). They 
can resonate with references to the higher levels 
of the hierarchy and thus have a higher accep-
tance of power distance. This suggests that 
Hofstede’s set of cultural dimensions is not a 
"one-for-all" solution in explaining local cultural 
characteristics. PDI, and UAI as shown above, or 
any other cultural dimensions for that matter, are 
field-specific: the degree of power distance, avoid-
ance to uncertainties, etc. are subject to change 
depending on the products and the target audi-
ence being marketed.
The number of implicit epithets of HSS is the 
highest of the four values in both corpora. 72% 
of implicit epithets in the English corpus and 
77% in the Chinese corpus are related to the 
value of HSS. These substantially high percent-
ages in both corpora suggest the global prevalent 
use of celebrity endorsement as a marketing tool, 
which concurs with other findings in marketing 
studies (e.g., Agrawal and Kamakura 1995; Sridevi 
2014; Lee and Um 2014; Fionda and Moore 2009; 
Williams 2009; Kapferer and Bastien 2012; 
Kapferer 2014b). More importantly, as celebrity 
endorsement is identified as an implicit way of 
marketing communication (implicit epithets of 
HSS) in this study, the result shows that incon-
spicuous consumption is not only encouraged 
and accepted in the Western markets but also 
in China.
5.3.  Masculinity (MAS)
Masculinity is realized by explicit epithets of 
HSS: positive attributes of celebrities and royals 
e.g., 知名 女星 (famous actress) Natalie Portman 
rather than just ‘Natalie Portman’, which is an 
implicit epithet of HSS. Figure 3 shows that the 
Chinese corpus has almost three times more 
explicit epithets of HSS. This confirms hypoth-
esis H3 and also Hofstede’s (2005) findings that 
people in a masculine culture like the Chinese 
tend to focus on achievement and success. 
However, the English corpus has a relatively 
lower number of occurrences which does not 
correspond to the MAS index of 62 (see 3.3), 
which is a moderately high score in the world 
ranking (Hofstede 2020).
Figure 2.  Power distance:  implicit  epithets  of 
high-social-status.
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This finding can be interpreted in two ways: 
firstly, obvious and positive attributes may be 
added in the Chinese texts merely because 
Chinese consumers may not be as familiar to 
Western celebrities as English-speaking consum-
ers. This kind of additions acts as a bridge for 
Chinese consumers to recognize a foreign name 
as someone successful. Chinese consumers can 
then acknowledge a superior social status that 
is associated with the products, projected by the 
foreign individual. Secondly, it is also possible 
that consumers in the Western markets prefer a 
higher level of inconspicuous consumption, that 
they focus on the style of the celebrities, the way 
they wear the garments and accessories of a cer-
tain brand, rather than relating to the success 
or achievement of the celebrities.
5.4.  Long-term orientation (LTO)
Long-term orientation is related to two values: 
modernity and high-quality. It is quantified by 
epithets of long-term (e.g., classic, forever) and 
short-term (e.g., fashionable, this season) styles; 
and epithets with references to the craftmanship 
(e.g., delicate, hand-made) or the product itself 
(e.g., premium, lasts indefinitely). Figure 4 con-
firms hypotheses H4a and H4b: the Chinese cor-
pus has significantly more epithets with references 
to long-term styles and the English corpus has 
significantly more epithets, mostly implicit, with 
references to short-term styles. This finding coin-
cides with Kwok and Uncles (2005) that Chinese 
focus on long-term benefits when choosing lux-
ury products. Chinese consumers are thrifty and 
prefer styles that last long.
As Figure 5 below shows, the Chinese corpus 
has more epithets with references to craftsman-
ship and products. While this confirms hypoth-
esis H4c, it rejects H4d (see 3.4). However, since 
the number of epithets related to craftsmanship 
is still higher than those related to products in 
the Chinese corpus, given also the patterns of 
modernity epithets above, the results in the 
Chinese corpus coincide with Hofstede and 
Hofstede’s (2005) point about the high-level of 
long-term orientation among Chinese. 
Interestingly, the English corpus also has more 
epithets related to craftsmanship than products. Figure 3. masculinity: explicit epithets of high-social-status.
Figure 4. long-term orientation: epithets of modernity.
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This is possibly because the craftsmanship is 
often highlighted to justify how luxury products 
are in marketing texts. By comparison, the ori-
entation revealed by the results in the English 
corpus is shorter than that in the Chinese corpus.
5.5.  Individualism (IDV)
Individualism is related to the value of unique-
ness. In Figure 6 below, the number of implicit 
epithets of uniqueness is similar in both corpora. 
However, the number of explicit epithets of 
uniqueness in the Chinese corpus is more than 
doubled. This completely overthrows hypotheses 
H5a and H5b (see 3.5). In the field of luxury 
fashion, or at least the data of this study shows, 
that individualism is foregrounded in the Chinese 
texts, and much more so than in the English texts.
Not only the expression of uniqueness is more 
explicit in the Chinese corpus, but it is also more 
diverse. The 83 Chinese occurrences include 24 
different words that have the meaning of unique. 
In the English corpus, there are only 11 different 
words in the 36 occurrences (see Figure 7 below).
Figure 5. long-term orientation: epithets of high-quality.
Figure 6. Individualism: epithets of uniqueness.
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This pattern of uniqueness epithets in the 
Chinese corpus, being both more explicit and 
diverse, is the most surprising finding. It is a 
stark contrast when compared to the gap 
between the two IDV indexes in 4.5: 20 for 
China and 89 for the Western markets. This 
cultural and linguistic marketing study supports 
those of a user perspective: Zhou and Hui 
(2003) find the increasing importance of 
self-directed symbolism among Chinese con-
sumers, and Sun, D’Alessandro, and Johnson 
(2016) argue the importance of the personal 
orientation toward luxury consumption in China.
Table 2 below summarizes the above findings:
6.  Significance and implications to marketing 
practitioners
This study contributes to the field of marketing 
in several ways. First, the argument set in the 
title is justified: national culture characteristics 
do not always affect LVPs. This study proves 
that the role of national culture characteristics 
plays in LVPs is limited, thus challenges the 
applicability of Hofstede’s five cultural dimen-
sions to the understanding LVPs. Hofstede’s five 
cultural dimensions can only act as general 
guidance but cannot be applied fully to under-
stand how luxury values are perceived. The ways 
values are represented in cross-cultural market-
ing communications should be considered 
case-by-case. In this case, as Kapferer and 
Bastien (2009) note, luxury marketing should 
be considered differently than the traditional 
kind of marketing.
This study also highlights the often-overlooked 
fact: even the same set of values are found in 
marketing texts, how these values are perceived 
and expressed vary greatly depending on the mar-
ket. For example, as 5.4 shows, in the value of 
modernity, Chinese consumers perceive long-term 
styles more favorably while Western consumers 
prefer otherwise. This is an important finding, as 
mentioned in the literature review, research on 
the perception of modernity between Chinese and 
Western countries has not been conducted so far.
Chinese consumers are changing, and attention 
is required not only in what products can sell in 
Figure 7. Individualism: diversity of words with the meaning ‘unique’.
Table 1. explicit and implicit epithets of the four luxury values.
explicit Implicit
HQ Product quality: comfortable/comfort, easy-to-wear, holds 
perfectly, high-class, premium, upmarket… 
Craftsmanship: skilful, delicate, refined, precise, creative (work)…
Product quality: holds over 16 hours, shine-free, lasts indefinitely…
Craftsmanship: savoir-faire, artisanal skill, technique, specialized 
workers, hand-painted/sewn, from the start to the final finishes…
Hss famous, prestigious, celebrated, noble, respectable, honorable, 
expert, successful…
names of celebrities (e.g., natalie Portman), references to royals 
(e.g., kings, dukes, aristocracy, the era of the royal court, head 
adornments imitate crowns.)…
u unique, special, extraordinary, distinctive, exceptional, 
remarkable…
unusual, different, an icon, unlike any other, fit your personal 
style…
mD short-term: chic, fashionable, on-trend… 
long-term: classic, timeless…
short-term: latest, this season, seasonal, upcoming, contemporary, 
modern… 
long-term: forever, eternal…
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China but also in how they are sold, i.e., their 
representation in marketing texts. Since the data 
under study is actual marketing communication 
data, the patterns summarized in Table 2 can 
inform marketing communication practice. For 
example, this study confirms that in terms of 
LTO, textual characteristics still indicate that 
Chinese consumers prefer long-term benefits e.g., 
classic, timeless. However, the implications of this 
study are far more than merely confirming the 
findings of previous studies.
While the finding on the value of high social 
status aligns with many scholars (e.g., Aliyev and 
Wagner 2018; Bian and Forsythe 2012; Monkhouse, 
Barnes, and Stephan 2012; Siu, Kwan, and Zeng 
2016; Shukla 2010; Shukla 2012) arguing that 
Chinese consumers purchase luxury good for the 
betterment of their social image, this study also 
finds that the emphasis on social status in the 
English texts is as or even slightly more promi-
nent. On the other hand, this emphasis, regard-
less in English or Chinese, is implicit, which 
suggests that in luxury consumption, inconspic-
uousness in highlighting social status is preferred.
The finding on the value of uniqueness confirms 
scholars like Zhan and He (2012) that Chinese 
consumers prefer uniqueness in their luxury prod-
ucts. Chinese consumers yearn for individualism 
in luxury consumption. More interestingly, the 
textual analysis of this study shows that this desire 
for uniqueness in China is way more pronounced 
and diverse than its Western counterpart. This 
kind of finding is made visible by the method of 
textual analysis and cannot be achieved by the 
method of questionnaire or interview.
Every study has its limitations. The reliability 
of the result can be improved if the data can be 
inter-coded. Since a second coder is not avail-
able, the data is coded alternately between the 
English corpus and the Chinese corpus to min-
imize discrepancies (see 4.2). To extend the argu-
ment about the applicability of Hofstede’s national 
cultural dimensions further, data of other 
sub-fields of luxury marketing: food and drink 
(e.g., wine), real estates, automobile, etc., can be 
included. Studies can also be conducted in lan-
guages other than English and Chinese, for 
example, marketing texts of European countries 
to broaden the definition of “the Western mar-
kets” in this study.
As set forth in the introduction, this study is 
significant because it contributes to the studies 
of Chinese LVPs theoretically – a different 
approach and findings different than traditional 
market research – and the Chinese marketing 
practice – how the four luxury values are per-
ceived in China and how they differ to that of 
the Western markets. All findings in this study 
alert marketing practitioners to take local cultural 
characteristics with caution when considering 
luxury marketing.
Notes
 1. In studies of LVPs that compare the China and Western 
markets, if it is only one market, it is usually the U.S. 
(e.g., Bian and Forsythe 2012; Yang et  al. 2018), oth-
erwise “Western market or countries” are not specified 
(e.g., Hung et  al. 2011; Kapferer 2014b). In this study, 
“Western markets or countries” refer to the six coun-
tries that have the highest population of English 









uaI lower more implicit epithets r Higher more explicit epithets r
PDI lower lots of implicit epithets of 
Hss
r Higher lots of implicit epithets of Hss C
mas slightly lower notably fewer explicit 
epithets of Hss
r Higher more explicit epithets of Hss C
lto lower more short-term epithets 
more epithets of 
craftsmanship than 
products but still fewer 
than Chinese
C Higher more long-term epithets 
more epithets of 
craftsmanship than products
C
IDV Higher fewer explicit and diverse 
epithets of uniqueness
r lower more explicit and diverse 
epithets of uniqueness
r
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speakers: United States, United Kingdom, Canada, 
Australia, New Zealand and Ireland.
 2. The indexes are taken from Hofstede (2020). The weight-
ed average indexes of the six countries in this study 
are calculated by multiplying each country’s index by 
its weight of population, then adding all the numbers 
and dividing it by the sum of all weights.
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